Abstract. The main goal of the study is to find out the patterns and differences in the positioning of 10 international brands from the Forbes list and 10 leading Ukrainian brands in the most popular social networks. Through statistical and content analysis there have been identified the quantitative and qualitative indicators of their representation on Facebook, Twitter, Instagram, and also reviewed the frequency and thematic focus of publications. As a result, we have provided practical guidance on how to use social networks in brand communications.
rated FTSE 100 (the leading index of the British Stock Exchange) which link their corporate websites to social media and showed an increase from 35 to 72% in three years [6] .
As this research has shown, Ukrainian companies are also actively using new media in corporate communications, but this phenomenon has not been reflected in scientific publications yet. The comparative aspect is of a particular interest: what are the similarities and differences between the international and Ukrainian brands behavior in social networks. By filling this gap, this research proposes the system knowledge and methodology to use social networks as the PR-tool.
The purpose of the research is to find out the patterns and differences in the behavior of international and Ukrainian brands in the most popular social networks.
The task is to outline the theoretical basis of the research question; to determine and compare quantitative and qualitative indicators of the representation of leading brands in the most popular social networks; analyse the frequency and thematic focus of publications.
Research methods. The empirical base is the publication of the most successful international and Ukrainian brands in social networks Facebook, Twitter, Instagram in 2017. The main method of research was content analysis as a qualitative and quantitative method for studying the content of communications. The statistical analysis of the audience was used to determine the representation of brands in social networks, Results and discussion. Before turning to experimental methods, one should outline the theoretical field of the formulated scientific problem and, first of all, determine the functional load of social networks in the context of corporate communications as well as its relevance to the urgent business tasks. One can agree with the opinion of American researcher Lon Safko that "the most obvious is the use of social media for marketing, sales, public relations and communications. Remember that social media is about communicating with your customers. Social media is a set of highly effective tools for customer service, business-to-business (B2B) and internal communications" [7, 8] . Not less important advantage of social media is the considerable resource of trust and potential in involving the broad masses in the dialogue and attaining their loyalty, which is an important task of public relations. Obviously, this was what Asha Kaul and Vidhi Chaudhri, who, in one of their works, thoroughly analysed the possibilities of using social media in the context of managing the reputation of the company [8] .
Thus, due to mass and targeting capabilities, social networks can reach the widest target audience (both external and internal), enabling the use of this media kind in all corporate communications types. Consequently, the role of social networks is seen, on the one hand, as a means of direct interaction with consumers to achieve marketing goals, or, as they say, "the creation of a virtual client environment" [5, 245] . On the other hand, it is a PR-tool for building an attractive brand image, forming loyalty of the audience, providing prospects for its sustainable development.
Other researchers point to a certain integrative social media function that helps companies to unite all corporate communication channels and enhance their impact. According to the scholars, the integration of social media has a powerful multiplying effect, especially when corporate Internet resources are interlinked: "when your content is syndicated outside, it gives you a double benefit: increasing your achievements and reducing your efforts. Integrating social media with existing business practices has the benefits of enhancing your real interaction with the target audience" [9, 18] .
For our study, we took 10 most expensive international brands according to the American magazine Forbes: Apple, Google, Microsoft, Facebook, Coca-Cola, Amazon, Disney, Toyota, McDonald's, Samsung [10] . Ten of the leading Ukrainian trademarks were formed on the basis of the list of the "UkrBrand 2017: Ukrainian brands TOP 100: Morshynska, Sandora, Roshen, Nemiroff, Nova Poshta, Privatbank, Khortytsa, Rozetka, Kyivstar, Obolon" [11] .
The preliminary defining of the most popular social networks in the world took place on the basis of the portal Statista data [12] . In the first step, the elements that are not system-formative for our study were excluded from the general ranking, namely, YouTube video hosting portal, the category of messengers, as well as nonglobalized social networks (e.g. Chinese QZone). As a result, there was created a revised list of social networks where Facebook has the first place in the world with the number of active users (almost 2.2 billion), followed by Instagram (1 billion) and Twitter (336 million) on the third.
To assess Ukrainian audience of social networks, there was used the research of Gemius company [13] . According to it, our fellow citizens also visit Facebook more often: just over half of all users log in to this social network from personal computers at least once a month (52% of the whole audience, 10.1 million users). Less Ukrainians use VKontakte (34%, 6.7 million users), Instagram (13%, 2.5 million), Twitter (8%, 1.6 million). Taking into account that on May 15, 2017, by the decree of the President of Ukraine, the decision of the National Security and Defense Council "On the Application of Personal Special Economic and Other Restrictive Measures (Sanctions)" banned Russian website "VKontakte" in Ukraine. Now, the landscape of social networks in Ukraine consists of three main objects: Facebook, Twitter, and Instagram, which were taken as the basis for this study.
Analyzing the general characteristics of brands' representation in social networks, the attention should be drawn to the quantitative indicators of the audience.
Facebook
Twitter As the table below shows, the total audience of ten of the largest international brands in three social networks (Facebook, Twitter, Instagram) reaches almost 784 million people. This is more than 10% of the world's total population, which is 2.4 times bigger than the population of the United States, the third largest country in the world where 325 million people live. Although Ukrainian companies are currently actively developing domestic and foreign markets, they have considerably more modest indicators of reaching the general audience in social networks -1 million 832 thousand people.
The largest aggregate audience of international brands was formed primarily by Facebook, with a total number of 684.6 million subscribers. It is 10 times more than Twitter (61.7 million) and almost 20 times more than Instagram (37.5 million)
The leaders in the number of Facebook subscribers are Facebook itself (209 million people), Samsung (almost 159 million) and Coca-Cola (107 million). Twitter ranked first with Google (20.6 million), followed by Facebook (14 million) and Microsoft (8.6 million). Instagram has the largest number of followers of Disney (11.4 million), Google (6.5 million), and Apple (6.2 million). Judging by the data, it is the IT companies (Google, Facebook, Apple) that have the largest audience in social networks. This is due to the special area of their activities, maxi-mum proximity to the users interests and a large number of news subjects.
However, the number of followers is not always the result of active communication with the audience. Apple's official Facebook page, which has 11 million subscribers, did not have any new posts in 2017. However, this corporation has some more official pages in this social network that operate in specialized areas: iTunes (30 million), App Store (14 million), Apple Music (3.7 million) which are active in a certain sphere. A similar situation is observed on Twitter. The official page of Apple has 1.8 million subscribers and 0 tweets. The Instagram account for this brand appeared on August 7, 2017 and was signed by 6.2 million users, however, only 90 photos were published per year.
Another global brand with a low communication activity is actually Facebook. Its official page in the same network has the largest number of (209 million) followers and only 27 posts in 2017. On Twitter, the company managed to create five publications, in Instagram -only one. To sum up, for most social networks users, it's important to feel connected to the brand, even if it does not actively communicate with them.
In addition to reaching the audience, the visible marker of communication activity of brands in social networks is the frequency of publications. This indicator depends on two main factors. Firstly, it correlates with the format of communication offered by one or another social network.
For example, Twitter uses news as the base and limites text messages volume, so the posts here appear more often than on Facebook or Instagram. The largest number of publications among other social networks appeared on Twitter (4182 tweets per year or an average of 11 per day). The second position behind this option is Facebook (2592 posts a year or 7 per day), the third one is Instagram (2214 posts a year or 6 per day).
Secondly, the frequency of publications is dictated by the communication needs of each particular company, due to the specifics of its business activities. Toyota brand is the most active on Facebook (587 posts a year or an average of 1.6 a day), followed up by Amazon (582 posts a year or
per day).
In general, TOP-10 international brands are on average publishing 1.1 daily tweets on Twitter, 0.7 posts on Facebook and 0.6 posts on Instagram. Table 2 . The audience and publications quantity in social networks (Ukrainian brands).
Facebook
There are almost no differences between the structures of Ukrainian and international brands representation. Their largest audience is concentrated on Facebook (1 million 321 thousand subscribers), with a big gap, on Instagram (268,000), and on Twitter (243,000). The low popularity of Twitter in Ukraine is also confirmed by the fact that 5 of 10 studied Ukrainian brands have no accounts there.
The leader in the number of Facebook subscribers is Rozetka (470 thousand), Kyivstar (257 thousand), and Nova Poshta (163 thousand). On Instagram, Nemiroff (119,000), Rozetka (67,000) and Roshen (34,000) have the largest number of followers. On Twitter, PrivatBank (127 thousand) is ranked first in the coverage of the audience, followed up by Khortytsya (95 thousand) and Rozetka (10. The second part of this research was the study of the publications thematic directions in social networks.
During content analysis, there were highlighted five major thematic vectors represented in the communications of most international and Ukrainian brands: 1) product information (posts containing product / service information of the company, presentation of the new product / service);
2) entertainment material (publications intended to activate an audience, attract its attention, whether or not related to the product or company);
3) educational material (publications that have useful or new cognitive information for the reader); 4) holiday greetings (publications that announce important dates); 5) stories (posts that tell about the success of people and the achievement of the companies, etc.). The most widespread vector of international brands communications represented in social networks is "product information" (a total of 3,622 publications). The second position is taken by "entertainment material" (3147), the third is "stories" (1090), the fourth is "holiday greetings" (486) and the last one is "educational material" (347).
It should also be noted that the nature of the posts depends on the specifics of the social network. For example, the largest amount of materials on Facebook and Twitter (1217 and 1759, respectively) is product information that companies use to present their new products. Instagram has an entertaining content predominantly (1332 publications). At the same time, there are no posts of educational orientation and almost no "stories" format is used. Amazon places product information more often than others, on both Facebook and Twitter (correspondingly, 378 and 649 publications). This is due to the specifics of the business of this company, which provides an online service for the sale of mass demand goods. Disney Corporation, which is the world leader in the entertainment industry and delivers its content to all social networks accounts in the appropriate entertainment manner, has the similar situation. In addition, the peculiarities of the Disney brand makes Instagram a perfect platform for publishing visual content. Educational materials are most often published by Google and Microsoft, which work in the innovative digital area and whose activities require clarification. Also, these two brands hold leadership in using the "stories" format.
In Ukrainian segment, as well as in the international, the most widespread vector for all studied social networks is "product information" (a total of 2986 publications) followed up by "entertainment material" (1831), "holiday greetings" (1090), "stories" (125), and "educational material" (91).
The largest number of Ukrainian brands publications is dedicated to their own products and posted on Facebook and Twitter (correspondingly, 1153 and 1072 publications). The second most popular place is the entertainment material prevailing on Facebook and Instagram (873 and 618 publications, respectively).
Rozetka places the information about the product both on Facebook and Twitter more often (respectively, 400 and 833). Like Amazon, Ukrainian Rozetka deals with online sales of a wide range of products, so the vast majority of its publications are intended to inform the audience about the large number of new products. At the same time, Rozetka is an absolute leader in publishing entertainment materials in all social networks. As the content analysis has shown, Ukrainian brands rarely use the thematic format of educational materials, although it could be useful for leaders of the banking and telecommunication sectors to promote their innovative services.
Conclusions. The research has confirmed that the most successful international and Ukrainian brands actively use social networks in their PR communications to spread information about their new products or services, as well as to form and maintain loyal audiences through entertainment publications. The main indicators of the brands representation in social networks is the audience coverage (number of subscribers) and the frequency of publications.
In general, for the most effective communication between the brands and the audience, it is enough to use three main social networks with the highest reach: Facebook, Twitter, Instagram. The choice of this or that social network is dictated by the specifics of the business, as well as the content format of the social network itself.
As the analysis showed, despite the active use of individual brands of the microblogging platform Twitter, Facebook could claim the title of the most demanded social network in corporate communications. At the same time, Instagram has the smallest general audience and the number of publications studied in the world. This suggests that brand target audiences still favor textual and combined textual-visual content rather than visual. News content remains the most popular and relevant in social networks.
Based on the experience of international and Ukrainian brands, depending on specific PR-goals, the optimal frequency of publications in social networks can be considered: one to two tweets per day on Twitter and one to two posts in two days on Facebook and Instagram.
In addition to product and entertainment information, brands should use the potential of motivational stories and educational publications in social networks more actively to gain greater awareness and loyalty of the audience, which is an important factor in business development.
